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INTRODUCTION
Personality as a component of brand identity has an important role in communications. If a brand does not have any personality, it cannot introduce itself and will not last in the minds of the customers. Therefore, if a brand refl ects a compatible image, it can stick in their minds. 1 Brand image can be defi ned as a concept that is constructed on a rational and emotional basis in the minds of the customers. The culture and brand position help organizations to introduce their brands, but the customers have their own special opinions about a brand and explain their perceptions as the brand image. Therefore, we can conclude that the perception of the customer about a brand is more important than what is defi ned as brand reality. Consequently, constructing a suitable brand personality is an important factor by which we can make a consistent image for the brand in the customers ' minds. Therefore, organizations should establish primary basics of an appropriate and long-term communication with the customers.
LITERATURE
The brand personality that can be shaped by customer experiences or the corporate marketing activities will infl uence customer preferences. Aaker concluded that some of the familiar brands are strongly relevant to specifi c characteristics, and thus they would attract customers who have the same characteristics. 2 Mulyanegara et al , in their research, explained that there is a meaningful relationship between customer personality and aspects of brand personality, 3 and thus customers with specifi c characteristics prefer brands that are compatible with their personalities.
Kim confi rmed the fi ndings of Aaker, and also found that the brand personality would affect word of mouth through infl uencing brand preferences and customer loyalty. 4 Akin states that the improvement of the relationship between customer and brand will lead to an increase in the rate of brand preference and that this preference will lead to customer dependency on the brand. 1 For this trend to continue, a customer has to give a personality to the brand, and thus the customer will try to defi ne his / her personality based on the brand personality. This compatibility trend depends on the elements of brand personality structure. A distinctive brand personality has an important role and causes the customers to perceive the brand personality and build a long-term relationship with that brand. 5 Each brand has its own special personality and is considered as a certain personality by the consumer . 6 In Table 1 , you can see a summary of researches that have been conducted on this subject.
Customer personality: ' Big Five Model '
Personality can be defi ned as ' the intrinsic organization of an individual ' s mental world that is stable over time and consistent over situations ' . 3 The psychological results show that different scholars have tried to create and develop a comprehensive and disciplinary frame for personality to explain the differences between people. These researches started in 1884 by Galton, and have continued with the Big Five Model by McCare in 1990 . 16 This model has turned to one of the primary models of behavioral sciences about personality. 3 More interestingly, the frame of Aaker ' s personality model is compatible with the Big Five Model. 17 A detailed description of the Big Five Model is shown in Table 2 . 14 This study develops a twodimensional scale to measure masculine and feminine brand personality. The development and extensive validation was described.
This article describes eight studies conducted to develop and validate a two-dimensional scale measuring masculine and feminine brand personality.
The results indicate that brand fi t based on gender dimensions of brand personality and product gender perceptions of the extension category enhances extension evaluations and purchase intentions.
Brand personality
Historically, personifi cation has been defi ned as a fi gure of speech in which inanimate objects are characterized in terms of human attributes, thus representing the object as a living person . 18 These human attributes can include any aspect or element of ' intelligent, animated beings, like beliefs, desires, intentions, goals, plans, psychological states, powers, and will ' . 19 Brand personality is a set of human characteristics that is associated with a brand. 2 In essence, it is a set of features that describes a brand. Brand managers are eager to create a personality for their brands, which can attract the This study examines relationships between consumer personality and brand personality as the self-concept of consumers and explores applications to branding strategies in consumer markets.
Examples of the Korean automobile brands, the data are analyzed using factor analysis, structural equation modeling method and ANOVA.
The fi ndings support positive relationships between consumer personality and brand personality as the self-concept. These relationships had a statistically signifi cant effect on consumers ' identifi cation with a brand.
This study explores the relationship between consumer personality and brand personality as measured by constructs refl ecting the Big Five dimensions in the context of fashion products.
A regression analysis was conducted to test the relationships between consumer personality and brand personality.
The fi ndings of the study show that some dimensions of The Big Five constructs are signifi cantly related to preferences on particular dimensions of brand personality. Findings related to gender reveal that male and female consumers differ in how they express their personality when it comes to brand personality.
attention of consumers and fi nally lead to brand preference. 3 A brand personality that is well defi ned will lead to customer willingness and consumption, more emotional attachment, trust and loyalty. 7 Better communications between a customer and product is one of the results of brand personality, which is more precise and effective than an ordinary suggestion. 7 Brand personality as one of the most important promotion tools will attract the target audience ' s attention. The preference can be defi ned as a tendency to one thing against another thing. The organization does not have to only look for perspectives in term of their ages, if audiences of a brand are young. This brand can target all the people from 6 to 60 years who are full of energy. Similarly, if your brand image is kind and loving, it can follow all the customers who want to look the same. 20 per cent of Iranian mobile phone penetration is set to increase to 87.5 per cent of households by 2014. 22 The need for cell phones in Iran ' s markets is estimated to be about 13 million per year. On the basis of a survey of the site www.itanalyze.ir on 2500 people in the cell phone market, Nokia, with 39 per cent, is the most popular, followed by Sony Ericsson with 28.1 per cent and Samsung with 17.2 per cent . 23 
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HYPOTHESES Customer personality and brand personality
Aaker believes that with rise of compatibility between human characteristics and brand characteristics, the brand preference increases . 2 Aaker and Fourniet explain that a brand can operate as a person, friend or human. 9 With the aim of determining the relationship between customer and brand personality on loyalty, Lin 6 conducted an empirical study on buyers of toys and video games and concluded that there is a positive relationship between customer personalities such as extroversion, agreeableness and conscientious and brand personalities such as excitement, competence and sincerity .
In addition, Mulyanegara et al 3 concluded that the aspects of neuroticism and conscientious have positive relationships with brand personalities such as authenticity and reliability, and that personalities such as extroversion and openness have positive relationships with social brands . The people with extroversion personality tend to buy brands that are active. People with agreeableness personality are looking for brands that show aggressiveness, and conscientious people choose the brands that are responsible; therefore, the fi rst hypothesis of this research is formulated as follows:
There is a meaningful correlation between the customer ' s personality and brand personality.
Hypothesis 1.1:
There is a meaningful correlation between extroversion customer ' s personality and active brand personality.
Hypothesis 1.2:
There is a meaningful correlation between agreeableness customer ' s personality and aggressive brand personality.
Hypothesis 1.3:
There is a meaningful correlation between conscientious customer ' s personality and responsible brand personality.
Hypothesis 1.4:
There is a meaningful correlation between neuroticism customer ' s personality and simple brand personality.
Hypothesis 1.5:
There is a meaningful correlation between openness to experience customer ' s personality and emotional brand personality.
Differences between the two genders
Piacentini and Mailer concluded that there are obvious differences between the two genders in the use of brands. In selecting brands, men tend to stress on their own personalities, whereas women tend to make a relationship with others. 24 Different researches have also shown other differences between men and women. For example, women show more levels of agreeableness and neuroticism personalities in comparison with men. This issue is confi rmed in different cultures. These differences do not mean that the personalities of women and men are essentially different. 16 To fi nd out these differences, our second hypothesis is formulated as follows:
There is a meaningful correlation between male and female genders and brand personality.
Different incomes between customers
Owing to the fact that in different researches the income level is usually ignored and the samples have been usually chosen from groups with equal income levels, a few articles such as the ' big fi ve model and brand personality ' 3 have suggested others to consider this variable, and thus we decided to survey this variable as well:
There is a meaningful correlation between customer income level and brand personality.
RESEARCH METHODOLOGY Questionnaire
With regard to the purposes of the research, the questionnaire was created in three parts: customer personality characteristics, brand personality and respondents ' demographic information.
The big fi ve inventory (BFI) questionnaire was used for measuring personality characteristics. This questionnaire has been introduced by John, and is highly acceptable among researchers and scholars. 25 In addition, in order to assess brand personality, the scale of Geuens et al 26 was used; this method was introduced to resolve the objections against the scale of Aaker. Aaker, for assessing the brand personality, introduced a scale based on the Big Five Model in 1997, 2 but there were some problems in his scale: (1) Defi nition of personality was based on some characteristics such as age, gender and so on, other than personality; (2) It cannot be generalized to analyzing the associated level (for a specifi c brand or a category of specifi ed products); and (3) The fi ve different factors are not repeated in different cultures.
Owing to these diffi culties, scholars have been looking for solutions to overcome the problems of Aaker ' s model. 26 The Jones scale, similar to the Aaker scale, is composed of fi ve major dimensions: ' Responsibility ' , ' Activity ' , ' Emotionality ' , ' Aggressiveness ' and ' Simplicity ' .
Finally, in the third section, respondents were asked to fi ll out their demographic characteristics (gender, occupation, income and age).
Data analysis
All the data gathered in this research were analyzed using the SPSSv.18. software. For analyzing the fi rst hypothesis, the regression analysis and for analyzing differences between men and women, the independent two-sample t test was conducted. ANOVA was applied for analyzing the effect of income on perceived brand personality.
Sample
For data gathering, we distributed 360 questionnaires to the cell phone market customers, of which 251 questionnaires were answered, that is, about 70 per cent . All the questionnaires were distributed in two biggest shopping centers (Alaeddin and Iran) of Tehran (the capital of Iran), on November 2011. The sampling method used was convenience sampling. Of all respondents, 38.6 per cent were women and 61.4 per cent were men. Among them, 73.7 per cent were students and 16.3 were employees. About 62.9 per cent of the respondents were in the 20 -25-year age group, and 18.7 per cent in the 25 -30-year age group. In all, 57.8 per cent had a Bachelor ' s degree and 25.9 per cent had a Master ' s degree or higher. About 26.7 per cent had an income level lower than 500 000 toman, 30.7 per cent between 500 000 and 1 000 000 toman and 21.1 per cent between 1 000 000 and 1 500 000 toman. In Table 3 , there is more information on this.
Reliability and validity analysis
For measuring the reliability of the questionnaires, the Cronbach alpha coeffi cient is commonly used. The reliability will be high if this ratio is higher than 0.7, the reliability is adequate if the ratio is between 0.35 and 0.7 and low if it is less than 0.35. 6 The result of Cronbach ' s alpha reliability analysis of questionnaires is 0.675 for the personality characteristics and 0.756 for brand personality, and this is the reason for the high reliability of the questionnaire.
As the questionnaire used in this study uses scales that have been developed by other researchers and have been used in a variety of researches, for this research the content validity has been met. For assuring the structural validity, if factor loading in measurement of dimensions is between 0.5 and 1, all relevant dimensions are more than 1, and if the cumulative explained variance is more than 50 per cent then we can conclude that the quality of overall assessment and questionnaire is appropriate, and that the structural validity of the questionnaire is also appropriate. 6 The results obtained from factor analysis show that all factor loadings are more than 0.4, the value of all the relevant dimensions is more than 1 and the cumulative explained variance of aspects is more than 50 per cent.
As you can see in Table 4 , all the observed variables explain more than 48 per cent of latent variable variance; their KMO coeffi cients are more than 0.50 and Bartlett ' s test is also signifi cant for all of them.
Correlation analysis
The Pearson correlation coeffi cient was used for confi rming two-dimensional correlation between variables and correlation coeffi cient of variables. The results are shown in Table 5 . As you can see in Table 5 , there are positive correlations between the extroversion personality and the brand personality active; conscientiousness personality and the brand personality responsible; and agreeableness personality and the brand personality adventurous.
HYPOTHESIS ANALYSIS
Hypothesis 1:
There is a meaningful correlation between the customer personality and brand personality.
With regard to the results that are shown in Table 6 , Hypotheses 1.1, 1.2 and 1.3 are confi rmed and the remaining two hypotheses are rejected. The regression analysis was used for testing this hypothesis and also to distinguish the effects of these fi ve aspects; for each of these aspects, the test has been separately conducted.
Hypothesis 2:
There is a meaningful correlation between male and female genders and perceived brand personality.
The independent two-sample t test was used for assessing this hypothesis, and the results are shown in Table 7 . As you can see, there are no meaningful differences between male and female genders and perceived brand personality, and thus the second hypothesis is not confi rmed.
Hypothesis 3:
There is a meaningful correlation between customer ' s income level and perceived brand personality. For testing the third hypothesis, the one-way ANOVA was used. With respect to trivial differences between means in all aspects of personality and Sig numbers, we can conclude that there is no signifi cant difference in customer perceptions in different income levels with regard to the fi ve aspects of brand personality of cell phones. On the other hand, the income level has no impact on customer perception of cell phones ( Table 8 ) .
CONCLUSIONS AND DISCUSSION
Conclusions
The fi nal results are as follows:
There is a positive correlation between the customer personality extroversion and the perceived brand personality active. There is a positive correlation between the customer personality agreeableness and the perceived brand personality adventurous. There is a positive correlation between the customer personality conscientiousness and the perceived brand personality responsible. There is no meaningful correlation between male and female genders and perceived brand personality.
There is no meaningful correlation between customers ' income level and perceived brand personality.
Discussion
In the previous researches, scholars have stressed that the customer personality infl uences the perceived brand personality, 15, 6, 3 but there was no signifi cant research about this subject to assess different products in various markets in Iran. Many scholars believe that customers choose a brand or product to express their personality and more totally themselves, but there is just little scientifi c research on this topic. In this research, we tried to fi ll out this gap and prepare scientifi c reasons for this subject. Managers would be able to predict customer ' s behavior, with responding to this expression: Are there any relationships between customer's personality and the brand selection process? The results of this research showed that the personality characteristics have a positive correlation with customers ' brand preference with regard to brand personality. These results are congruent with the results of other researches, namely, 3 in the fashion industry, and 6 the video game industry . The results of this research show that the aspects of customer personality have relatively positive relationships with brand personality. As we assumed, the customers with extroversion personality prefer brands with active personality, and this result has been confi rmed in earlier researches. 6, 3 In addition, the customers with conscientiousness personality tend to buy brands with responsible personality, and fi nally the customers with agreeableness personality prefer brands with aggressive personality. We can compare this result with Aaker ' s expression in 1997 -customers use the brands to express themselves . In fact, people with agreeable personality choose aggressive brands to express themselves.
Furthermore, in this article, the differences between men and women were analyzed. We could not fi nd any meaningful difference between men and women and their perceived brand personality. We also examined the infl uence of customers ' income level and brand personality, but we did not fi nd any meaningful correlation between customer income and brand personality.
Managerial implications
In this article, we tried to fi nd out the relationships between various personality characteristics and selection of brands in terms of brand personality. The fi ndings of this research can open a new insight to managers, so that they can segment their market more carefully based on customer personality and supply their customers more clearly. They have to know their target market personality and then give the corresponding personality to their brands and products. The advertisements, promotions and other marketing activities can be produced according to the customer personalities; this will lead to more effective advertisements. Moreover, this result that there is no difference between men and women can lead to more purposeful advertising and also the possibility of targeting both groups at the same ads. We also found that different income levels have no effect on brand selection, and thus the managers can use this insight for shaping their brand personality.
Furthermore, emphasis on brand personality importance can convey the signifi cant role of branding to managers. In today ' s competitive world where the products are so similar, it is the brand that can distinguish the products. The perceived brand personality that is defi ned on the basis of advertisements, promotions and people in and out of the organization who are communicating with brand stresses the remarkable role of all elements of marketing activities.
Constrictions and future research suggestions
We were faced with some limitations in this research. First, the sample was not homogeneous, and the dispersion of the sample was also another constriction. The second constriction was poor cooperation of customers, which caused many questionnaires being imperfect.
The subject of branding and brand personality is one of the newest marketing topics, which have so many unfamiliar and hidden aspects. Conducting similar research in different industries and products, with a variety of brands and more homogeneous societies, can lead to more documentary results.
APPENDIX The questionnaires
Brand personality : Please express your opinion about each of the following characteristics for brands of cell phones in the market, and determine how much each of these characteristics can introduce mentioned brand . lower than 50 000 Toman ᮀ 1 000 000 to 1 500 000 Toman ᮀ 50 000 to 1 000 000 Toman ᮀ more than 1 500 000 Toman ᮀ 
